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up 154 instead of 144. In that case to rely on it as a
record involves an error of confusion.

It often happens that certain connections of ideas
are insistently and persistently obtruded on consciousness
owing to associations which have not been formed
through experiences relevant to the question at issue.
So long and so far as their irrelevance is unknown or
unheeded, the irrelevant association determines the course
of our thought in the same way as the relevant. Take
by way of illustration an argument recently used by an
earth-flattener. The earth must be flat; otherwise the
water in the Suez Canal would flow out at both ends.
The associations operative in this case, are those due to
experience of spherical bodies situated on the earth's
surface. Whenever the earth-flattener thinks of the
earth as a globe, inveterate custom drives him to think
of it as he has been used to think of all the other globes,
of which he has had experience. But the question at
issue relates to the earth as distinguished from bodies
on its surface. Hence a fallacy of confusion.

One effect of repeated advertisements such as those of
Beecham's pills, covering several columns of a newspaper,
is to produce this kind of illusion. Self-praise is no
recommendation. But self-praise skilfully and obtrusively
reiterated may suffice to produce an association of ideas
which influences belief.1

Errors due to ambiguity of words come under this
head. A word is associated with diverse though allied
meanings, and, as we go on using it in what aims at being
continuous thought, one meaning insensibly substitutes
itself for another. Being unaware of the shifting of our
object from A to A7 we go on assuming that what we
have found to be true of A is true of A'. We begin for
instance by talking of opponents of government, meaning

1 Many persons have a prejudice against advertisements. I share this
prejudice myself. And yet the obtrusive vividness and persistent reiteration of
some of them does now and then produce in me a momentary tendency to believe
which might easily become an actual belief if I were not on my guard. Allitera-
tive and rhetorical contrast often help to stamp in the association. '' Pink pills
for pale people " is a good instance. Of course the whole effect of advertisement
cannot be explained in this way.